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The key to successful 
outreach is targeting your 
message to a specific 
audience and having it 
respond to your message.





Why “do” outreach?
Build awareness of 
the issues and 
processes for 
resolving them
Educate stakeholders 
on options regarding 
what needs to be 
done.
Motivate individuals 
to take action.



What can outreach 
accomplish?

Raise awareness of problems
Inform people on regulatory requirements
Circulate info on technologies
Discuss management options
Point out issues re: buying a home
Remind owners to have tanks pumped
Examine water quality trends
Recognize outstanding service providers
Support groups working on key issues
Etc.



Objectives
Objectives define specific, measurable, achievable, relevant, 
and time-sensitive outcomes targeted at:

Awareness
Education
Action



Target Audience



Target audiences are different!



Target audience
Research the target audience

Focus groups
Phone interviews
Pre/post surveys
Public agencies
Community leaders
Census bureau
Trade associations



Message



Message
Specific to target audience
Should have benefit to target audience

Improves/protects resources
Costs less
Improves health
It’s convenient
It’s free
It’s the law



Message development rules

The teenagers rule
you must be able to explain 
the issue or problem to a 
group of teenagers

The people rule
people concerns (drinking 
water, recreation, 
stewardship, etc.) outrank 
biological values or 
“ecosystem” issues



Message development rules
The solutions rule

identify and discuss problems, 
but give people hope that viable 
solutions exist
talk about specific management 
practices or technologies that 
can address the problems
identify practices that have been 
implemented locally or regionally 
to deal with similar problems



Message development rules

The words rule:

Cold and prickly                 Warm and fuzzy

Preservation Conservation

T&E species zone Wildlife habitat

Regulations Safeguards

Development restrictions Local controls

Managed growth Responsible development



Format:
Displaying 
the Message





Format: Displaying the Message
Print “Stuff” Events

Newsletters Calendars Festivals
Fact sheets Magnets Clean-ups
Flyers Bumper stickers Demonstrations
Magazine articles Tote bags Storm drain stenciling
Posters, displays Frisbees Monitor training
Billboards Lapel pins Mini-courses
Transit cards Stickers Seminars



Format: displaying the message

News media Electronic media
Radio Listservers
Newspaper Web sites, links
Television CD-ROMs
Magazines



Distribution



Who’s your messenger?



Distribution
Delivering the message . . .

Mail Piggybacking
Phone Media
Door-to-door Stakeholder-stakeholder
Events Conferences/workshops
Presentations Targeted businesses



Distribution
Media: options . . .

Press releases for 
events, conferences
Feature articles
Editorials and letters
Monthly columns
Talk shows



Evaluation
?



Evaluation
3 kinds of evaluation:

Planning – will the plan achieve 
the objectives?
Process – are tasks assigned, 
resources adequate?
Impact – did our message 
resonate with the target 
audience? Did we achieve our 
objectives?



Partnering 
with the 

news media



What makes the news?

Good news stories:
Have a local angle
Address significant issues
Are unique and interesting
Affect many people
Focus on a celebrity
Sometimes involve 
controversy . . .



What’s important to the public 
when it comes to water quality?

Public health issues
Drinking water supplies
Stewardship responsibilities
Recreation/tourism impacts

Source: McKnight Foundation



Where does the public get its 
information on water issues?

Local television news               47%
Local newspapers                    27%
Radio news programs              18%
Friends, family, neighbors          4%
Environmental mailings            2%
Community leaders                 1%

Source: Lake Research Inc; for the Upper Mississippi Basin



Ohio EPA Study
Have received OEPA pubs at home/work 21%
Know individuals working for OEPA 10%
Attended OEPA public meetings 4%
Heard an OEPA speaker 13%
Read the daily newspaper 71%
Watch local TV news 78%
Listen to news on the radio 55%

Source: OSU Extension, 1998



Tualatin River Basin Study
Sources of water quality information:

Newspapers 67%
Television 43%
Word-of-mouth 18%
Radio 14%
Brochures 10%

Why is water quality improving?
Public awareness 45%
Regulations 33%
WW treatment 27%

Source: Riley Research Associates  1997



Most effective source of info?
Newspapers 29%
Television 19%
Newsletters 8%
Word-of-mouth 8%
Brochures 5%
Bill insert 3%
School materials 3%
Signs 3%
Radio, meetings, events   1%

Source: Tualatin River Basin Study,
Riley Research Associates 1997



Who’s the most believable?
Local daily or weekly newspapers         22%
Local television news                          12%
Department of Natural Resources       10%
Magazines                                          10%
DNR printed materials                          9%
Family and friends                               8%
Commercial ag dealers                         6%
County conservation staff                     6%
County extension agent                        4%

Source: University of Wisconsin, 1998



“If you don’t exist in the media, 
for all practical purposes, you 
don’t exist.”

Daniel Schorr
News Analyst
National Public Radio



Why use the media?
It’s effective

people get their news 
from the news media

It’s available
the space between the 
ads must be filled

It’s free!
you buy the ads but 
the news is free!





How to do the news

Initiating coverage:
builds awareness of organization & its role
informs and educates the public
motivates and reinforces staff, supporters
introduces and frames debate on issues

Responding to coverage:
provides feedback, sets the record straight
gives local angle to regional/national issue









Everything you ever wanted to know
about reporters

They always have deadlines
Most aren’t trained in the sciences
They’re very curious people
New information is their lifeblood
They don’t like runarounds
Their suspicion is aroused by 
secrecy



Tips for working with reporters

Establish a relationship beforehand
Think like Clark Kent or Lois Lane
Return calls, respect deadlines
Be open and accessible
Provide appropriate background info
Be proactive rather than reactive
Provide feedback on coverage



Interview tips

Preparation is key!
find out why they’re calling
ask about the deadline
conduct background research
identify your key message
return the call before the 
deadline



News conferences
Develop a plan

subject, speakers, location, time, date, 
invitees, materials needed

Provide background materials
news release, issue backgrounder, graphics, 
quotes, interview subjects

Conduct follow-up activities
contact no-shows, respond to coverage



If you’ve got graphics, use them! 



Working with the news media

Welcome the opportunity to comment
Take time to collect your thoughts
Avoid criticizing your critics
Refrain from passing judgement
Treat all reporters/media equally
Explain regulatory or scientific issues
Keep communication pathways open



Partnering with the news media

Build a relationship with the news staff
Learn the “news” perspective (local, significant, 
affects many people, controversial)
Educate reporters on science issues
Foster public debate of public issues
Be clear, concise and consistent
Know what’s off-limits; avoid off-the-record 
comments



Remember . . .

Don’t play favorites, always be honest.
Always assume you’re on the record.
Never pick a fight with anyone who buys 
their ink by the barrel . . . 
Freedom of the press applies only to those 
who own one!!
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